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The Social Marketing A o

A Progress of Social Marketing in Japan Research Centre

Doshisha University

1. The history of social marketing in Japan and the road to the
establishment of the Social Marketing Research Centre

2. Overview of the Social Marketing Research Centre

3. Research activities over the past two years
> Inclusion of social marketing experts in the Government’s COVID-19 measures
» Issuing social marketing-based guidance on COVID-19 measures

» Building social marketing case studies in Japan (e.g. medical eco-
activities, forest conservation education programmes)

» Development of social marketing human resources

4. Future perspective



Aiming to solve social problems by changing behavior The Social Marketing i

Research Centre

Qoo Urynhara's Social Marketing lab.
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® Professor, Faculty of Commerce, Doshisha University; Director, The Social Marketing
Research Centre

® Researchfield: social marketing, organisational behaviour, organisational management

® Committee members, etc:
» Science Council of Japan, 24th and 25th term, Affiliate Member
* Board member, Japan Organ Transplant Network

» External evaluation committee memberfor research projects, Ministry of Health, Labour
and Welfare

« Japan Representative of the European Academy of Management : ; L {JJ; ﬂé’f( >
* Board member, Japan Society for Health Marketing ; e
- Editorial board, Health Marketing Quarterly o Xa
® Books: bl ¥
« Creating Better Society with Behavioural Science (2021) G
* Broadening Cultural Horizons in Social Marketing (2020) : -
« Organisational Innovation in Healthcare (2012) etc. Eﬁ?{’u"r‘g?‘“g

Horizons in
® Awards Social Marketing

Comparing Case Studies

« 58th Iwaki Prize of the Japanese Transplant Society (2022) B

» 16th Yoshida Hideo Award (2018)

» 46th Medical Staff Research Excellence Award of the Japanese
Societyfor Clinical Renal Transplantation (2015)

* The 1stand 3rd Ryoukou Prize (2008,2010)




Overall picture of my research

Building a better society

A 'wellbeing society for all', where no one is left behind.

= S

Developmentof new
technologies

The Social Marketing E=tS
Research Centre ‘
Doshisha University

Institutional
arrangements

approach | Behavioural change towards solving social
| problems (achieving the SDGs )
key concert | Behaviour change
management Building a better society from 'action'!
Encouraging behaviour change
¢ in each individual position. 0

surround the o Government People from various positions
o . nonprofit _ d| | take 'social good' action. The
individual individual enterprise andioca *= accumulation of such actions
authorities contributes to solving problems.

group ”organisation ”

\

_ . _ social marketing
Using marketing concepts and techniques
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Based on behavioural science
<= theory and mechanisms to
increase effectiveness.

Uryuwara. (2021), Creating a Better Society through Behavioural Science p. 140-145.
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Ppromoting behavioural changes in various areas Research Centre

Doshisha University

vaccination ... understanding of organ transplantatlon March 2020, ‘Press 130"

m f" I unmwn

31 August 2021 ABEMA prime

N .
‘h".:" ‘,'" Smart City
S Y ¥
wepar s Institute Japan
S |

NER BFE i WRE BT XE WE 22
n.iﬁ« LETios ] =BURY-F xiDtt et SCI-Japan
AT

SCI-Japan
R14TN=-h—- FEREEDNHEFYIATIAS

r?‘f*)’\“—b_ Fo ‘&\ {wﬁl:o J

personal number

card possession
i HAFOMERRT 15 November 2022, Nihon Keizai

HAMMOBRCIGATS [V t7— . ; ..
e fmptanpyin S iabind M Shimbun electronic edition.

A8 FTSRESATHEOSEC OV TRRY IASHAOMERR TSN (158, HRAPERE)

2021997108 (f2) 18:00-20:00
SUARN (FAEEH)

30 September 2021 Smart City Institute webinar



The Social Marketing E=t4

A Progress of Social Marketing in Japan Rescarch Centre [SRERS

Doshisha University

1. The history of social marketing in Japan and the road to the
establishment of the Social Marketing Research Centre

2. Overview of the Social Marketing Research Centre

3. Research activities over the past two years
> Inclusion of social marketing experts in the Government’s COVID-19 measures
» Issuing social marketing-based guidance on COVID-19 measures

» Building social marketing case studies in Japan (e.g. medical eco-
activities, forest conservation education programmes)

» Development of social marketing human resources

4. Future perspective



The Social Marketing E=itS

A brief history of social marketing in Japan. Research Centre

Doshisha University

1995 "Social Marketing: Strategies for changing public behavior” by Kotler and Roberto
(1989), has been translated and published in Japanese.

Late 90s. Discussions on the introduction of social marketing in the health sector were started.

2000 The use of social marketing was mentioned in the National Health Promotion
Movement in the 21st Century (Health Japan 21), but it was not introduced in
earnest.

2000s Some research has been done on the theory by researchers in the marketing
field, but no implementation research has been initiated.

2010s Implementation research was initiated in the health sector.
A behavioural economics group at Osaka University reported the results of

their research on cancer screening behaviour. Uryuhara has conducted Eﬂ?taudrg?ing

a series of studies and reported on declaration of Intent to donate organ BENTaS
since 2014 Social Marketing

Comparing Case Studies
from Asia-Pacific
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Theroad to the establishment of the Social Marketing Research Centre Research Centre

Doshisha University

Issues imperatives

(D Cross-disciplinary social marketing research, such

as in the fields of health medicine, economics, Organisation promoting interdisciplinary
management and environmental studies, is not research.
promoted.

@ Insufficient cooperation activities with research Actors who provide leadership and
institutions, companies and local authorities. coordinate diverse stakeholders.

Increase the number of people who
correctly understand the definition, ethical
guidelines and processes of social
marketing.

Encourage a better understanding of the
methods applied to social implementation.

(® Social marketing definitions, standards, processes
and essential elementsto be included are not well
understood and disseminated. As a result,
effective programmes are not developed and
implemented.

¥

Need for research centres that integrate interdisciplinary,
basic research and social implementation research.
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15 interdisciplinary members in 14 fields (2023) Research Cenre

Doshisha University

Ultrasonic electronics

iaki , IR CENI) Social Marketing,. .
Professor Emeritus, Doshisha University Yoshiaki \Watanabe Brighton University Business School
Takeo Nakayama Kamibayashi Norio

Medical doctor, Public Health Management, HRM
Graduate School of Medicine Department of Health Informatics, Graduate School of Business Administration, Kobe University

Division of Social and Health Medicine, Kyoto University
Aya Okada

Lirong Chi Public and International Affairs

Social Welfare, volunteerin _ _
. 9 Graduate School of Information Science and
Department of Social Welfare, Technology, Tohoku University

Ryukoku University Junior College
Masashi Okubo

Yu Noda :
- IT system design
Public administration
Faculty of Policy Studies, Doshisha University f

Yoko Uryuhara

Faculty of Science and Technology, Doshisha
Director.
Tadashi Yagi

University
Behaviour change management
Behavioural economics

Faculty of Economics, Doshisha University

Haruka Fujihira
Social marketing -
Psychology, Behavioural analysis Aiko Ova.

Faculty of Psychology, Doshisha University

Sports & International Cooperation
Faculty of Sport Sciences, Doshisha University

Global health
Research and Development Division, Mitsubishi UFJ
Research and Consulting Co.

Medical doctor, Internal medicine
Health Care Leadership Institute, NPO.

Hiroshi Tamada
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Social Markeling seeks to develop and integrate markeling concepls with other approaches lo influence
behaviour thal benelil individuals and communilies for the giealer social good.
Sodial Marketing praclice is guided by ethical principles.
It seeks tointegrale research, hesl practice, theory, audience and partnership insight, 1o inform the delivery of
compelition sensilive and segmenled social change programmes thal are efiective, efficient, equitable and
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| . The Social Marketing
The Social Marketing Research Centre Research Centre

Doshisha University

® mission

To contribute to the development of academic research and the resolution of social issues by
conducting interdisciplinary, multilayered and creative research on approaches to enhance
social good behaviour and implementing the results in society.

» Develop: new cross-sectoral frameworks and methods that explore 'social good' and encourage pro-social behaviour, Japanese

guidelines on social marketing based on international standards and consensus, educational programmes, and process models to
optimise the resolution of social issues. Return to society.

» Educate: provide education to businesses, policy makers, civil society organisations and students on approaches that promote
transformation to socially good behaviours that contribute to achieving the SDGs and solving social challenges.

» Empower: encourage and enable the wider use of social marketing to solve complexsocial problems.

DEVELOP
Research on various topics (individual researchers) é f
Feedback research results to society
I Annual Research conference I Development of education WeDbInarseres
programmes in line with ® once a month

Social marketing research (academic journal) international standards ® Increase the number of people interested in SM
® ISSN acquisition, held by the Library of Congress.

Establishment of databases
Providing educational aggregating information.
. programmes for companies
and local governments

______________________________________________

Working paper

©® Published on homepage from time to time. ©® Japanese case study accumulation, etc.
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Doshisha University
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The Social Marketing

The Social Marketing Research Centre https:/www.jsocialmarketing.org Research Centre

Doshisha University

® mission

To contribute to the development of academic research and the resolution of social issues by
conducting interdisciplinary, multilayered and creative research on approaches to enhance
social good behaviour and implementing the results in society.

» Develop: new cross-sectoral frameworks and methods that explore 'social good' and encourage pro-social behaviour, Japanese

guidelines on social marketing based on international standards and consensus, educational programmes, and process models to
optimise the resolution of social issues. Return to society.

» Educate: provide education to businesses, policy makers, civil society organisations and students on approaches that promote
transformation to socially good behaviours that contribute to achieving the SDGs and solving social challenges.

» Empower: encourage and enable the wider use of social marketing to solve complexsocial problems.

;

o

DEVELOP
Research on various topics (individual researchers) é f
Feedback research results to society
Annual Research conference Development of education Webinar series
programmes in line with ® once a month
I Social marketing research (academic journal) I international standards ® Increase the number of people interested in SM

® ISSN acquisition, held by the Library of Congress.

Establishment of databases
Providing educational aggregating information.
. programmes for companies
and local governments

______________________________________________

IWorking paper I

©® Published on homepage from time to time. ©® Japanese case study accumulation, etc.



Webinar 'Towards a Greater social good’: The Social Marketing EZI
Research Centre \

to increasethe number of people interested in social marketing Doshisha University

[2021] [2022]
® Objective: to discuss and deepen understanding of ® Objective: to find contact points and

"what is social good" from multiple perspectives development possibilities between diverse
® Theme areas and social marketing
1. potential of Social marketing ® Theme
2. social marketing at the Griffith,Australia (by Haruka) 1. Behavioural public administration and social
3. Volunteer motivation marketing
4. Measuring people-to-people communication 2. Enterprise and social marketing
5. The rise of sport in international cooperation and 3. Democracy and social marketing

research prospects. 4. Smart cities and social marketing
6. Developing people from a producing perspective. 5. Conscience and social marketing
7. The development of management studies and 6. Animal welfare and social marketing

human/society - what is social good? 7. Seminar on new coronavirus infection control
8. Potential and challenges for the non-profit sector and publicengagement and behaviour
9. Clinical behaviour analysis for lifestyle-related disease change

self-care.
10. Advance care planning

11. The past and future of healthcare: evidence, patient
participation and co-creation




5 research pillars and 6 working groups

—_

(D Research on the construction of a
cross-disciplinary academic system to
facilitate prosocial behaviour.

@Research on training people to
increase social good behaviour.

(®Research on the development of a
behaviour change model of organ
donation based on behavioural
science.

@Construction of a policy co-creation
process including a behaviour change
promotion model and well-being scale
conducive to wellbeing —
(® Research on social marketing T
optimisation processes and diffusion

—

S—

The Social Marketing

Research Centre
Doshisha University

WGL1: Original Japanese research

WG2: Various types of publications

» Explore ancientJapanese social good such
as “sampo Yoshi".

« Developing a terminology that suits the
Japanese, including 'social marketing'.

* Planningand preparation of a
systematic book including 'XXXX and
Social Marketing'.

WG3: Co-creation (local
governments, NGOs, NPOs)

WG4: Co-creation (enterprises)

» Developing national models and manuals for
disease awareness.

» Co-creation happinessscalesand policy co-
creation processes.

WG5: Case accumulation and
dissemination

* Includes easy-to-understand case studies
from abroad.

» Japanese case studies are explored and
assessed to see if they meet the 8
Benchmark Criteria.

* Buildinga show case database.

» Examine the requirements for social
marketing to permeate enterprises.

WG6: Development of systematic
education programmes

* Practical programme development for
local governments and for NPOs and
NGOs.

* Development of university education.

» Development of programmes for
companies




Research activities over the past two years

WG3: Co-creation
(local governments, NGOs, NPOs)

® Co-creation of planning —
'V implementation —
FRAERLFSY measurement — analysis
and evaluation

® | Guidance on civic

WG5: Case accumulation and
dissemination

Making a Breakfast Hablt

The Social Marketing A\

Research Centre
Doshisha University

WG6: Development of systematic
education programmes

® | Official
website SOCIAL
developed and
ope rational. TE

engagement and :*;“:'Tﬁ‘}i"::“ E;{gg’a’;’;L;F\, ® Started regular lectures | |
behaviour change R (undergraduate) at the university
on COVID-19 SEarmg values with families ® \Alidation through development and
infection control. 2147 b0 implementation of training
7Oy 7 b programmes
® Creation of social ez ke ® | Development of social marketer
marketing-based disease % 9.1 certification criteria.
awareness manuals. nzomum  shouRs |
ey FFAD W" ol 2:: > a
' . S : 4 R 7
® Exploratory research on what T“ | :V iy = ".. e
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creating social marketing S

(happiness scale). ® |Forest conservation
action




The Social Marketing :

A Progress of Social Marketing in Japan Research Centre

Doshisha University

1. The history of social marketing in Japan and the road to the
establishment of the Social Marketing Research Centre

2. Overview of the Social Marketing Research Centre

. Research activities over the past two years

» Inclusion of social marketing experts in the Government’s COVID-
19 measures

» Issuing social marketing-based guidance on COVID-19 measures

» Building social marketing case studies in Japan (e.g. medical eco-
activities, forest conservation education programmes)

» Development of social marketing human resources

4. Future perspective



Research on on the intention of COVID-19 vaccination

@ the 8t Nikkei-FT Infectious Diseases Conference(2021)

Research Centre
Doshisha University

Outline of Survey

The 8th NIKKEI FT Communicable Diseases Conference

Attitude survey on infection control measures

Survey method

Online survey

Survey area

Nationwide

Survey target

Males and females aged 20 to 69

Sample size

1000 people
*Weighted according to age and gender
demographics

Survey period

August 27 —August 30, 2021

Survey institution

Nikkei Research Inc.

2 The survey items were derived from a model based on the theory of plannedbehaviour.

Perceived
susceptibility

Perceived
seriousness

Feelings about
risk ™\ Attitude

towards
—7

Perceivedrisk
Interventions
(messages,
measures)

Evaluation of
behavior
outcome

Self efficacy

|

Normative

beliefs Behavioral

( Motivation to

behaviour
J Subjective
) norm intention

comply

Control beliefs

Perceived

behavioural

control

Perceived power

The Social Marketing

Behaviour



Research on on the intention of COVID-19 vaccination The Social Marketing .;__.-;-.;,.;-\ 1

@ the 8th Nikkei-FT Infectious Diseases Conference(2021) Rescarch conire

It is recommended to consider intervention measures
in terms of influencing factors for each stage

Behaviour

13.3%
hesitancy Un- Behavioural \'lee
and decided intentions nations
resistance Sellels No action | booked
Low factorin hesitancy group Information from public Information from
» Daily infectious behaviour: authorities/newspapers family/friend(s)

eating in silence, wearing a

mask and ghgtting afteré Perceivedehavioural Consistent messages
meal, refraining from eating control

in Igrge groups or for ang The common influencing
periods of time, gathering Normative beliefs Feel close to the risk of factors for the March and

information (Vaccinations are required asa infection August surveys were
> Attitudes: efficacy perception, member of society) "Perceived efficacy”

compliance moti | Motivation to comply (My loved one wants me tobe vaccinated) [lSe] d by loved
. e Motivation to comply (My loved one wants me to be vaccinated) €eling expe_Cte y love
compliance motivation, Ply ones and society”,

control beliefs

Perceived efﬁcacy (vaccines prevent infection and severe disease) "perceived risk of infection".
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Include social marketing experts inthe command post function,

train these experts and secure financial resources for them.

The Social Marketing =it

Research Centre
Doshisha University

“Create a system to enable inspection
based on records on a periodic basis to
see whether the three parties have been
functioning properly.

[Ideal command post: In emergency situations (proposed)]

C. Grasping an overall picture of
ongoing surveys. R&D (D.F)

o,
B. (ommunlullun within Jdpdn

A. Final decision-making, execution, s+
and abroad

/ . follow-up of communicable disease
P \Wumi@s) /‘
n) cxu (s on

[3: Conventionally. ¥
was handled by
corporations, but the
= command post could
potentially request the
networks to do so

o: Conventionally, D and
E were handled only by
limited experts, but the
command post could
potentially request the
networks to do so

—=P. Surve ey and research necessary for I . -
proposing and readjusting measures as _—— F. R&D for vaccines, N

required according to the status of the ( " E. Evaluation of risks ) ( therapeutics, and diagnostics /'
~

- Sl = ==
~—pande nm = — — =3 S

R&D unit (F) _

‘\I easures r i umt([) E)

- = 7 R&D-related network™
tion at the core including medical institutions =\ Members: include medical institutions involved in R&D for vaccines,
in communicable disease control, experts in \~—|‘I therapeutics, and diagnostics, regulatory authorities, corporations.

experts, and the Japan Agency for Medical Research and Development
(AMED)

nvolved in unumcable d1>ca>e control, and experts in socioeconomics, laws and
regulations, ethics, IT, Al engi ing, risk ion, and social marketing

Command post (agency in the cabinet for
communicable disease crisis management): the most
important role is A. final decision-making, execution, follow-
up of communicable disease control, including whether or
not to adopt the measures proposed by the network of
experts. They will also receive advice based on data
analysis by experts on communicable diseases, risk
communication, and social marketing regarding measures
adopted, and encourage citizens to participate with B

<Actions required>
Short-term:

(1)

(2)

Reach a certain level of agreement regarding an exit
strategy for COVID-19. For that, prepare a forum for
dialogue among citizens, decision makers, and experts.
Related parties including civil groups, NPOs, universities
and other academia would host. Initially, severallocal
governments would hold the 9 discussions by segment,
and spread out from there.

Make practical guidelines for using behavioral
science and social marketing.

Medium-term:

(1)

(2)

To elevate efficacy of state and local government
measures, foster experts in behavioral science and
social marketing. Secure funding to do so.
Consider development of a digital platform such as an
app that can be used in normal times, and diverted in
emergency situations. (Assume utilization online as a
remote, non-contact, distribution-type digital dialogue/
communication tool)

'Tokyo Infectious Disease Statement 2022’


https://cdc.nikkei.com/pdf/2022/9thnfc_statement2022_en.pdf

T D Py The Social Marketing Research center,
L & Lo Doshisha University

Uashisha Unharsity

Promotion of beh ral science and social marke

-
SMRC worklng Papor 23-01 u |n order to contain the spread of infection and end the pandemic, proactive behavioral changes by the people in

F eb 2023 infection prevention and control is critical.
m Behavioral change measures based on behavioral sciencefsocial marketing are considered promising and their
introduction has been discussed by both the WHO and other countries.

Planning of behavioral change measures before pandemic, development of necessary human

resources, and the decent budgetary input

® For prompt and proactive infection preventive behaviors by the people during the pandemic, it is important for the
govermment to prepare the behavioral change plans/measures in advance, during the normal time.

® Professionals such as social marketers, communicators, and spokespersons, should be placed at national and local
govermments. The necessary budget for such human resource training should be secured.

S

m All behavioral change measures need to be implemented along with proper segmentationftargeting of the people.

A7V ANE
B8 o Review of factors affecting infection preventive behaviors

u Development of infection preventive measures can benefit from the existing literature on social marketing/ehavioral

science since it helps better understand people’s values, motives, and bamiers on a deeper psychological level.

Guidance on civic engagement and behaviour change
o COMIE 19 nfertion tono

| |t is important to examing what prevents people from engaging infection prevention and contrel behaviors at both
individual and societal levels.

B Major obstacles conceming vaccination include anti-vaccination movements, infodemic (spread of misinformation),
negative social noms, as well as structuralfeconomic constraints.

Strategies for marketing promotion
MR %7

(‘)—"J?Jb?-b"?'f:la'mﬁtyg_ ) = Effective promotion of infection preventive behaviors needs to take marketing promotion strategies into account in
addition to considering proper segmentation/targeting and possible obstacles.

B Communication strategies involving the content of the messages, types of media, messengers, and the timing are
f]‘%ﬁfﬂ'd‘ﬂiﬁﬁ%' EEE]J-I ﬁﬁ& also essential.
(E§UFJ IJ ﬂ--}&jyﬂ-]bﬁ-{ya’ﬁﬂ%tt) lllustration of communication policies and environmental adjustment to encourage proactive

participation by the people

m |n order to facilitate proactive infection preventive behaviors, the messages and measures that the government
introduce must be accepted by the people with satisfaction.

Kﬂiﬁ’l’y‘}lli\ =] f& FT@%E%‘%( A *E;ﬁ%\f&ﬁﬁi%) ﬂ‘Biﬁﬂibtﬁ%ﬁ:jﬁ# V= Y- T B This guidance provides a variety of real-case examples around the world from which we can leamn how to effectively
HELYT—, Z2UF) UT-F & IVY T BR SO R R FRIOF I AR RISEIZTIFY ntervene.

® Proactive infection preventive behavicrs would be facilitated if there is a cooperation with transparency among
various stakeholders with difference backgrounds and interests.

m Al policiesimeasures developed must adequately address inclusion of the socially disadvantaged.

Close cooperation with mass and social media to increase the public trust and better handing

of misinformation

® Through clese cooperation with mass and social media, unnecessary anxiety and confusion ameng the people due o
infedemic should be minimized. It is worth noting that the media which people trust differ depending on their social
backgrounds and values.
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as a COVID-19 infectious control Doshisha University

Seminar on civic engagement and behaviour change The Social Marketing =
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| Prof. French emphasised the importance of
applying social marketing to policymaking
. and citizen engagement in social issues, as
well as the need for Japan to develop human

e | FE@soUrces for this purpose.




“Making a Nutritionally Balanced Breakfast Habit”

The Social Marketing

Research Centre
Doshisha University

State of undesirable behaviour.

llargeting,

DENAVION Nifeli Developing Implement
N - AUCIENCEe Rt tor 7

ogjssiive INSIGHE Imfj{ﬁ‘_ o rﬁto'g-r,: OE}r-‘r‘]j

anditanget nistrategies itoring
goals

| |
® Clarification of |
influencing factors. purpose of

@Setting behavioural goals,

belief goals, knowledge

goals and goals. the survey

behavioural goals

40% of the target group (in their 20s, 0-3 _

. . Subject.

times a week), 4 times a week or more.

Staple food + one nutritious dish taken

every week during the month.
study
period
method of
investigati
on
Method of
analysis

behavior change

EWSS
and

evaluation

| M follow-up

qualitative study

(OWhy can't we have breakfast?
@The relationship between
breakfast and sleep.

Explore the feelings and reasons
that cannot be quantified about the

25 university students living in the
Kinki region

8 working adults in their 20s from
across the country.

29 April - 1 May.

Telephone-based interviews.

Text mining, discussion discussion
based on survey results.

Socially desirable behaviour

Making a Nutritionally
Balanced Breakfast Habit

quantitative survey

(DWhether breakfast is taken.
(@Reasons for action and degree of
knowledge.

To know the following.

(Testing hypotheses, ascertaining
actual conditions).

Doshisha University students (127)
Company employee (20s) (12
respondents)

3-10 June.

Web surveys (Google Forms)

Data analysis in Excel, sample
surveys, analysis using SPSS

Please note that the paper is under submission and should be handled with care.
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“Making a Nutritionally Balanced Breakfast Habit” Research Centre

Doshisha University

State of undesirable behaviour. behavior change Socially desirable behaviour

Making a Nutritionally
Balanced Breakfast Habit

llargeting,
behavior A Developing Implement Analysis
objective - \]”Iﬂ'ﬁfj’;f terventio ation and and | follow-tp
andltarget sl nistrategies monitoring evaluation

goals

®Clarification of ®Value Competition barriers

influencing factors. § creation. . sleep + don't have much time
« getting ready inthe morning * it's hard to get up in the morning
* Intermittent fasting *  troublesome

* don'tincorporate eating breakfast
into my schedule

* cost money

* lack of appetite in the morning

benefits motivators
* have aclear head (improvement in * breakfast is prepared
concentration) * presentation of simple recipes
* it's a source of energy to be active + presentation of meal prep simple recipes
« increased basal metabolism (be less + presentation of high nutritional value
likely to gain weight) » cooperation with others(start making/
* be able to endure an empty stomach  eating breakfast together)
* prevent rough skin * presentation of nutrients
* relieve constipation * Presentation of breakfast combinations
»_it's less likely to get sick *__popularity

Please not¢ Please note that the paper is under submission and should be handled with care.
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“Making a Nutritionally Balanced Breakfast Habit”

Research Centre

State of undesirable behaviour.

llargeting,
hehavio! : Bavaleate
Sl [l o i o R
and target 2 Strategies moniering
goals
EHAUP | ReRREs
'CAA
KRS
ENEHZ/BHIHASNR Rim g r:;ﬁﬁf;";‘f‘? B 3y,
7% el VY
BIA (108 =TSR (17)
HERE (15
5 (118)
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L>E

DHMCHERVELECT,

PHEEREEHNOA>EBAL, SvTEETEC
BOOWD L > T2~35NRT 5.

@HMEE>~RorE@o LT TBL LA |

HHENFOLFEHADPENFTTLO
BEPHLEODPLEEFA L TREERRL L
good !

SBOERTIE7AR

QRI—FERIRHT
FHLLARREMREL &)

behavior change

EWSS

evaluation

and |3 follow-up

HRUP | *oRNE,s
CAA
) &
TS & B 5WE . g
TR LAY
% Rrvy,
B8I4 (1W) L ER (17)
- newE 18

® 1@

LY FUHRFRR =

-

LyE
OBBEREMYECECT, °
OREBEEROA > LBEAR, 59 TEETIE

BOOWD L > ¥ T2~3HH0MT 5,
CHMER->EHorBROLENI TBL LN
HREHCLFROALOPENT THO

BEPHL s 3 REEFHCDUTRELRARL S

good |

SBOERTIEIAR

or

SUN MON

TUE WED THU FRI  SAT

Doshisha University

Socially desirable behaviour

Making a Nutritionally
Balanced Breakfast Habit

Can be put on the fridge or
hung on the wall = simple
contact effect.

Contains 16 days' worth of
recipes

Recipe section at the top can
be flipped over.

Medical eco-activity quiz,
nutrients that can be taken,
and other useful information.

By peeling and sticking
stickers
Progress is visualised

Recipe development is
supported by experts (co-
creation)

Please note that the paper is under submission

and should be handled with care.
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State of undesirable behaviour. behavior change Socially desirable behaviour

Making a Nutritionally

|
-

llargeting; :
behavior Audience Implement Analysis Balanced Breakfast Habit
ObjEGtive "m;@fj‘ﬁ“ ation and and | 3 follow-up
and target > monitoring evaluation
goals
« There'sno time. ] @Marketing mix planning. {12 ®zRr-vFON Q [ = . Dedicated official LINE
+ costa lot of money _ v accounts distributed.
. Presentation of simple cooking L 16 economical and easy w5 |
instructions (recipes). recipes. + Knowing which recipes
«  Nutritional presentation AN suityour mood and

* Benefit(value) All -

. urpose
. Notintegrated into the schedule L Alwaysonview. _ purp
. I don'twant to prepare. You will be notified the evening
* Topicality 5 befl?fre.t hibition! i % . U0 /e - Notification the day
L ! ine : | : :

+ Cooperationwith others Area as e-xdlbl on AERHZIDTHTRAZRDTN beforfa,wnh reminder

(starting and eating together) ccompanied by sem custom 1 5, function.

response
=B

g, ¥FRBEOHTIU—

HRIOBRORRREDNS

Please note that the paper is under submission and should be handled with care.
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Once selected, the recipe is displayed.
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Please note that the paper is under submission and should be handled with care.
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https://www.youtube.com/watch?v=mU_xssXMzpQ&lIlist=TLGG211KgMOwplUyMTA1
MjAyMw&t=192s






. ‘o : The Social Marketing vk\ a
“Making a Nutritionally Balanced Breakfast Habit” Research Centre (IR

N\ N
Doshisha University VA

L

Participatory experience where people are
asked to choose which breakfast they would most
like to eat with a few words.

Provide participants with a positive impression of breakfast
by making them feel excited and attracted through the theme
of breakfast.
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To increase knowledge about breakfast by helping people understand the importance of breakfast, trivia,
benefits of eating it, hindrances of not eating it, nutrients that are often lacking and possible health problems (acne,
anaemia, lack of energy, obesity, constipation) that can be caused by it.
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Hosted by students, who have the highest rate

of breakfast deprivation!
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Provision of calendar and line

custom responses.

25 September 2022 Mainichi Newspaper

Morning Edition
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Forest conservation education programme Research Centre

Doshisha University

A game that uses SUGOROKU (Japanese backgammon)

to help students learn about forest conservation. ® team competition
| Fun!
ngm _ z | oy 2, W Learning effect through dialogue
e an ey FEEEEE R W N | N . . .
e® P/t N ® \Winning conditions
LT g s, e g o High & and & points and small
Am: P mme oL i 2 AR Er difference between them
W : " | | — Important balance between money
-3 | ‘ and nature
o*‘@ .

PREX ¥ 5 ATHS e d
L PR, | “&4.] i :




Forest conservation education programme

The Social Marketing E=1\.
Research Centre N

Doshisha University

® Programmeintroductionvideo

AHEES—LZRAV:
HEIOT S LD

1.EREBH
LHMRET —LHOT?
shiscoroes LEHEAG L
4.X707 5 LD

® Materials usedinthe programme and their detailed
manuals and instructional videos.

N 2 a3 od HEELSHE
m o _‘_p»&? Roat
& B8 80 -8 TR T g 6 Sy sy E?*i-rr%; - LORYIE
1 Vi V10 o 1T 4T o 13 0N #, F—LFELTHLE3OM7?
‘%” 1:0 »:,70 vw",i ﬁrié. EONTHATELLASTT !
T | u.x. ot TR T e T
‘\{T?‘/' BB =D __ Y y ﬂﬁ ﬁﬁ
1 2 3 4
v., vesasmr e e "
Em} _2_ .z 36 Pl -
e er s STErRTy wEe O e & €8
T ALY —LDEREA VOd -1 0 e 3 \ ',_,". :::-." '4(.. ". “
w 7 v..‘ e ¢ 6 b s TR #AS A GO
® =B =2 2 ERD
5 6 7 8
® @ S
!\ “ A F &m N VANNNTH
T11F -
il )| - ¢
10 11 12

9

® Quantitative survey: 400 primary schoolteachers and 1,000 parents with primary school

children were asked to watch the video and asked about their intention to use it.
v' 79.4% of primary school teachers said they would like to incorporate this programme into

their teaching.

v' 83.6% of parents wanted their children to receive this education programme in primary school.
= We would like to introduce the programme in more primary schools and verify its effectiveness.



The Social Marketing &= \

Official website! =Tool for listening to citizens' voices. Research Centre

Doshisha University

WG6: Systematic education | Objective: to provide atool to disseminate the basics of social marketing and

programme development create a forum for citizens' voices to be heard.
SOCIAL MARKETING ABOUT Q8A INFORMATION  CONTACT
C-1
2ELL B
TETOG LR :
1 H B
SOCIAL aithibt
[ I o § i
| x i m 2
. : x , ‘
FVTTYTRB Y= NI =T T4 2 7ICH T SIEL VIRSEEE BEVIC,
BY—5 177705 788 MENASY =S W 754 TER 5 DR DR __| Feedback from visitors to the website
ey eNT =TT ST SRR RITT, -.-/ » The concept is clearly explained.
~ https://o-socialmarketin )
br £+ Itwas very easy to understand with
=1 pal age
B = many familiar examples.
S s e L e < I _ | _
(oo, e o W2z R s | * The contrast with commercial marketing
SO = ~ was understandable.
= 9 :
£ g |+ Where and what kind of measures are
htt S //O SOCial marketi N - £ % currently being taken? =lssues that
p - g J p 1os-0//:sd13y /d[-Burzay need to be built on in the future
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Developing social marketing professionals. Research Centre

Doshisha University

B Current status of education on social marketing in Japan

» Lectures (15 lectures per sessionin total) for undergraduate students specialising in social marketing (not a degree
programme) started at Doshisha University in 2022.

« The Uryuhara Laboratory trains social marketers.

 Beginner and intermediate level training for companies and local authorities was started during in 2022.

B Social marketer certification requirements

Accreditation Criteria

-Completion of elementary training to international standards.
*Pass certification test

assistant

social marketer Be able to develop social marketing plan

Be able to develop plan, implementthe plan etion of el g g o . ol dard
associate with collaboration with stakeholders, monitor Comp etion of elementary and intermediate training to international standards.
*Reporting the results of social implementation at conferences and workshops.

Sl EIERCIEE the attitude and behaviour of target people, . g pmission of social implementation papers/reports
and analyse and evaluate the results.

_ _ in addition to the above
Be able to advise others on the full social - At least two experiences of the whole process, including social implementation

marketing processin their area of expertise *At least two reports on social implementation research.
*At least one year of experience advising others on social marketing perspectives.

social marketer

. ) _ in addition to the above

senior Be able to advise and train others -Completed advanced training (train the trainer training)

S EINnEIGIE® appropriately on all social issues -At least five years' experience in social implementation and advice in multiple social
issue areas.

Guidance oncivicengagement and behaviour change on COVID-19 infection control., p.76-78.
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A Progress of Social Marketing in Japan Research Contre

Doshisha University

1. The history of social marketing in Japan and the road to the
establishment of the Social Marketing Research Centre

® Research and write up 5- 10 case studies from Japan, and
then start to build up a bigger bank of case studies on line.

® Develop a one-week summer school training programme on
the concepts and methods of social marketing and behaviour
change, and promote it to policymakers, local and national
governments.

4. Future perspective
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Doshisha University

SIS
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‘Largest Organ Donation Awareness Lesson’as a GuinnessWorld Record™ Challenge

The Social Marketing Research Centre, I"
Doshisha University E|E'..-




	Slide 1: A Progress of Social Marketing in Japan  Focusing on the activities of the Social Marketing Research  Centre during the last two years.
	Slide 2: A Progress of Social Marketing in Japan
	Slide 3
	Slide 4
	Slide 5
	Slide 6: A Progress of Social Marketing in Japan
	Slide 7
	Slide 8
	Slide 9: A Progress of Social Marketing in Japan
	Slide 10: 15 interdisciplinary members in 14 fields (2023)
	Slide 11: https://www.jsocialmarketing.org
	Slide 12: The Social Marketing Research Centre
	Slide 13: Annual Research Conference: more than 150 people attended
	Slide 14: The Social Marketing Research Centre
	Slide 15: Webinar 'Towards a Greater social good’:   to increase the number of people interested in social marketing
	Slide 16
	Slide 17
	Slide 18: A Progress of Social Marketing in Japan
	Slide 19: Research on on the intention of COVID-19 vaccination  @ the 8th Nikkei-FT Infectious Diseases Conference(2021)
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24: Seminar on civic engagement and behaviour change  as a COVID-19 infectious control
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39: Official website! ⇒Tool for listening to citizens' voices.
	Slide 40: Developing social marketing professionals.
	Slide 41: A Progress of Social Marketing in Japan
	Slide 42: Thank you very much !

